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TO: Ana Figucros 

FROM: Nelson Quintcro 

DATE: May 22.2003 

RE: Hispanic Survey 

In reference to your questions regarding the Hispanic media survey my personal opinion is that Hispanic nledia should 
bc maintained separate from the general market. The Hispanic market is a dimecrrnt scgmeni and should be targetled 
differently. In he beer industry we face these challenges everyday trying to crms over to a COU@CX ethnic market with 
such B Latin American influx and divcnity. We are struggling trying 10 convey tk snw message. 

In reference to Radio, lhe audience of most listeners are probably working people or Imvcling in vehicles. During the 
most busy traffic hours and lunch time most people are listening to the radio. This is a key time for mssages and 
commcrcials.to get across. For example; lunch hour a1 any rrsrauran~ bar or car6 usudly has a radio alation playing. I 
think today's N viewer's arc looking for specific shows, movies or the niphtly IICWS. 

Ana, I hope this information helps you with your SUNCY and please understand this is my opinion and no( of Laban 
USA. 

Sinccrely Yours, 

Nclson Quintero 
District Manager 
Southcast Florida 



CLENDALE NlSSAN 

Ma) 2 I, 2003 

Federal Communications Coniinission 
445 Tweltlh SI. South 
Washingion. D.C. 20554 

. lo M u m  It May Concern: 

M y  name is Mnrci Ncii l I am the advertising coordinator for Glendalc NissanMiniti. 

I have k e n  asked ID sonimcnt on whether the US. Hispanic media market i s  a separate marker. for the 
purpspose of assisting the FCC in its ongoing rcvicw and analysis ofthe pending merger of Univision 
Communicalions and Hispanic Broadcasting Corporation. 

The first nnd most obvious ex.ample would be reparote languages. From there the l ist goes on and on to 
include the following, separate location. population, growth rate. income level brand preferences. and cost 
basis. to name just a few ofthe reasons why as an advertiser it is critical to be able to target Hispanic 
inedie both TV and Radio as B separate market. 

I hope the Commission will take these facron into consideration when reviewing the UnivioioNHBC 
merser. 

M a x i  Neil1 
Advertising Coordinator 
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Univision/HBC merger I hope the information highlighted here 
and the right decision to this most important question. 

‘1.0 Whom It May Concern. 

My name is Jaime Amoroso, general manager of Toyota of Manhattan. I’ve been in 
automotive sales for over 15 years. 

I’ve heen asked to give my opinion on the question, “Do Hispanics in United States 
represent a unique market?” The question is been used in the consideration of thc pending 
merged between [Jnivision Communications and Hispanic Broadcasting. 

The answer is clearly “ Y E S .  While we are Americans we are also Hispanics with so 
many different things that make us unique such as the foods we eat, our traditions, OUT 
culture and so much more. We have our own separate language with our own tastes, 
preferences and brand awareness. We have our own population with it’s own unique 
growth rate. 

We have distinct radio, television stations, and programs that appeal specifically to us. 
These stations and programs broadcast directly to our community in our language with 
it’s own cost base, discreet demographics and targets. It is unique and separate. 
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Miami, May 21. 2003 
20 Whom i t  m y  concorn 

I am Gonzalo J .  Gonzalez, Managing Officer at BVK/Meka in Miami. My 
Fxperience in the advertising industry includes over 15 years working 
Hith most product categories in the United States, Spain and Latin 
hmerica. 

?*.Y ??!<P. is =?-e t k  1cxIicq IlLspailk sdvcr i i s i lq  a : d  Pubiic Relations 
rarkccing firms, and the Hispanic Division of BVK in Milwaukee, ranked 
among the top SO Advertising Agencies in the United States. 

Our current client list for the US Hispanic market include SouthWest 
Airlines. Sprint PCS, PfiZer, South East Toyora. Samsonite, Samsung and 
the Florida Anti-Tobacco campaign among others. 

I have been asked to CoUanent on whether the [J.S.  Hispanic media 
Market should be considered as a separate market. Not only for the 
proven effectiveness of the Spanish Language in communicating messages, 
but also because of the different media habits and cultural relevance 
of programing, the Hispanic media is and should be considered separate 
when planning, buying and evaluating broadcast media. 

This fact has been proven by numerous research developed by the most 
prestigious research companies, such as Nielsen, Roslow Institute, 
Scarborough, Strategy research, among others. 

AS J result of this, companies that measure and monitor broadcast 
media, such as Nielsen and Arbitron, has adapted their methodology in 
term of measuring Hispanics across the country, publishing separate 
Hispanic books with the results of their surveys. 

I hope the Point of View will be useful in the consideration of the 
U.S. Hispanic media market as a separate relevant market, and feel free 
to contact me should you need to further discuss this matter. 



To Wlioin I t  bb? Concsm: 

It is s i r 1 1  grut conccrn Ora1 our firm has approached you rc&Xng the pmpozcd mcrgu tctwccn HBC and 
linnisioii 

As 11 bouiiqiic Rnii in Coral Cablcs providing counsel UI lllc arcas of Advertising, event m.arkcting arid 
piiblic ~clatioiis. wc forau: Ihc ninificaliom oflhis pmposd nivger. We arc a ywng h. conipriscd of 
individils who Imve ixeu active in tlr admising indunry in #he Soulh Florida marlcapha hover  B 
dccadc. paniciilarly in Hispanic mcdia. Wc live in lhis k d ,  and UulusCwd Uie unique clvmcnls it's 
mtnprised of including how cyclical is it. The South Florida markcl will scvercly nfler if this merger 
happcns. 

olu philosophy rests on the shhwlders of J~uwatXon and IW rkrd slmr8 in OUT k U 5  on providing uniqur 
and cos1 eficctive mculods for our clienis 10 achieve their markcling gwlr Houcver. we believe that ~ h c  
uniting ofthc mtion's numkr-one Spluush-language lclcvidon apetator and thc numberae Spaoisli- 
language mdio owner rcscmblcs Ilu Cknr Channel mcdcl. Formulas such as this have Uuly mddc it 
diEict~ll for agencies and la281 busincrws such ns o m  lo Ihrivc in a marketplace where as it rclolcs IO 

placing m-dra rl lne arc vc? 

We i irc convinced lhal with such a mugu laking fleet, many areas of our in- will bc dircctl~ 
nffcctd. a i r  conocm arc the mong negBtivc etTccts on both the g f w J  as well as thc Hispanic marltcl. 
We are sprciricallv concerned about the b u s i n s  pnclica and methodology that will ultimately impact the 
coiiniiner. 

We would also likc to coiiimait on Uie issue of whctlicr the Hispnnic medii inarkct is o sepivnle one Our 
lim find? bclicvcr i t  is. Jim to begilk lhis is a market lhat Ila its o m  mnswncr bare that possss their own 
bsics. b n n l  aw:-. brand prcfcrenas media. can hasis populatioq ad language How can one 
ignore chf fans l i d  a h ?  Including bocb klcwision and mdio. il is evident l b t  this markel llac its oun 
uniqiie s1 of -& charil*msic$ ils own buying power, and i k  own wmmv wchographics. 

We implore the Commission IO consider tlicwnple evidence alorcmentioncd. My firni m l d  no1 iecl morc 
strongly about this matter. We rerpectfully scek yoiir &stance in protecting Ibc indusbs comprised or 
agcncles and a d v m k r s  dikc who realizs how critical this llptlcr is and how lbis proposed mgu will 
flccI lhc hum olour indusuy. Wc m in the judgmenl or Ihc Comnurrion and rely M its plight 10 
p m t ~  lhc overall public's intucsl Acarc take our plca into consideralion. If nccd bc. w firm is at your 
disposilioti HS ii relales lo Uw Commision's conridvation oi the U.S. Hispanic medin market as a 
~i~~onomous rnnrka and its rcvinv of tlic UnivisiodHBC merger. 

comnptilors. 
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May 22,2003 

'To Whom It May C o n m :  

As an adveldsing ngency in the South Florida market for OVR 7 years, and as an 
advertising professional for OVR 13 years. I am always askcd the same question fium many ofmy 
advertisers: "How can I best reach the Hispanic d e r ? "  

The question would reem to have a simple answa: "Just through some budget dollars to a couple 
of Hispanic stations. translate our current spot (some advntisers amally use their English spot in 
Spanish language stations), and go with it!" 

The more 1 s& these situations occur, the more I realize that there arc still many people in South 
Florida and thcU.S. that still don't cet it. 

The Ibpan~c  market is more than just a me and scpanue market b m  the general market. It has 
several "sub-markets" within its&. It is not nrfficc to think that with just o m  campaign, or one 
spot or one theory. we can reach the entire Hispanic market. Hippanics in the U.S. arc rmly 
diverse. South Florida alone has possibly the most diverse Hispanic market in the country, 
comprised mostly of people fiom the Caribbean, Central and South America 

Unquestionably, the same applies to all the Hipponic m k d s  &cross the US. 
Hispiouw have become an important pari of 0111 population with their rapid growth, 
as well as their increasing buying power as corwmm. This is a market with different dWC% 
i h  values and customs. 

Therefore, it is critical that Hispanics be considered as R sepalate m6rkeA in order to regch them 
effectively and allow proSpenivc advertisers to communicate with this p o w d l  and evOlVing 
segment of our country. 

Tony Garcia 
President 
The Menda Group 

I 



'1'0 Whom I t  May Concern, 

I'm Helane Naiman. 1 have worked in media in New York City for over twenty five years 
and have for the pasl five years owncd my own ad agencyhying service. HN Media & 
Marketing, Inc. 

I've been asked to comment on whether the U.S. tlispanic media market is a separate 
market for the purpose ofassisting the F.C.C. in its ongoing review and analysis of the 
pcnding merger between lhivision Communications and Hispanic Broadcasting 
Corporation. In my opinion it certainly is. Here nre just a few reasons why. The Hispanic 
population has separate tastes. It differs in brand awareness with a uniquely different 
consumcr hase. Iiispanics in the llnited States have their own media. The market 
includes both radio and trlevision stations that bmadcast in the Spanish language. 

1 hope this information is useful to the Commission in their consideration of this issue. As 
the FCC reviews the question of whether Hispanics in the [Jnited States are a separate 
market the answer is clearly-yes. 

President 
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A COUNTRY WITHIN A COLJNTRY 

The U.S. Hispanic market is bequently referred to BS “a country w i t h  a corntry. ..her 
than Canada.. . the fourth largest Spanish speaking country m the hemisphere larger than 
Peru, Venezuela, Cbile or Ecuador.”. 42.6 million strong (including puerto Kco), the 
population is expected to grow by more than 1.7 million per year. That’s 100,000 people 
eveq three weeks or 5,000 every day. 

Hispanic purchasii power exceeded $630 billion in 2002. In and of itself, it represents 
the 9* largest economy in the world, larger than the GDP ofBrazil, Spain and even 
Mexico. AU indices and ecowmic memmmmt standards reflect growth and increased 
prosperity. Inthe decade tetweem 1979 and 1999, the number of Hispanic families 
reaching the d d k  class (d- as those earning between $40,000 and Sls0,OOO) 
increased 71.3% to 2.5 miltion, funy one-thbd of the total. 

The numbers gct even more intaesting in terms of b u s i i  ownership. Acwrdiag to 

minority entrepreneurs in the United States, owning 40% of all such businesses. 
TheCensusBureau’sladeconomicc~reported12million~owaed 
busiocsses with aggmgate revenue m excess of $186 billion. The 2002 estimate put the 
figure at 2.3 millionwith $380 billioninsales. In2001, the censusalso reported 
Hispanic b r - f o r c e  partkipation at 80.4% @YE 2000), higher than non-Hispanic white 
lllales as a whole. 

It is cvidmt that even 05ciaI agencies consider this market a discrete entity within the 
h e r  marketplace d and reported a~c~rdingiy. A d  while other miaarity markets 
me sjmil~~lymcwured m a  n u m k  ofarcas, the Hispanic market stands alone as a setf- 
contained, lmsrenm . 4 “country-likc” enMy within US. borders; OM h m  which 

policy m-, arisen and win continue to arise weU into the foreseeable rutme. 
'Ibis is not a matter ofopinion It is amatta offbct extremely well grounded m logic, as 
wcshallsee: 

American Dunographics Magazine, Hispanics now account for the largest shart of 

professions, govermrmtal inStitUti011~. NGOS and cvc~l ~%I&II 

1. M’s consider the otba two large lllinority segments in thc united states, 
Afiicen-Americaap(exclwling~~ans)andAsianAmericaas .  

linkages to A&nn countries of origin, F J 0 n - m  Americans m y  easily 
Miican-Americans speak English ahmst exclusively. There are fnv dircct 

co 
W e a t n  cumat by language if not by color. 

’ ue and p s r t i c i e  in this sub-.segment at will. Thcy are tied to the 

2. Thc Asian-Amcricsn scgmnt is composed by a multiplicay of cultures dMded 
by language - Chines (Mandarin and Cantonese), Japanese, KO- VianameSe, 

Bengali, Urdu, Malay, Punjabi - the iduuenct and economic 
(cost* &aivenss) that spring kom critical  mas^ m elusive ifnot impossible. 
Thenfore, other than grassroots marketing or mdia outlets serving d 



enclaves, any Pan-Asian network or national print vehicle would be either highly 
~agmented in a multiplicity of languages or require EngIish as the common 
denominator. 

3. Language is the single most important characteristic of culture and Hispanics in 
the United States are united by a common language traced to Spanish colonizers 
regardless of whether these are viewed as ruthless conquistadors (Mexico) or 
brothers h m  the mother country (Cubans). Ifthis were not the case, neither 
national broadcast networks nor national print media would be viable business 
models. This im’t to say that there aren’t English dominant Latinos, but rather 
that for marketing and conrunmications p”rp0scs we include thm in the 
mainstnam universe just as we exclude non-Spanish speakers h m  the Hispanic 
consumer pool Spanish dominant Latinos then, by necessity, must rely on 
Spanish language media even to exercise their right to vote; bilingual Latinos may 
choose eitha language basad on content or self-identification. Considering that 
L a b s  are basically absent h m  general market mdia. being depicted as less 
than 2% of dl characters (while more than 12% of the population) and often in 
the most acgatiVe mles, bhgual Hispanics are practically compelled to turn to 
Spanish langusge media to see a d o r  hear themrelves. 

4. This cultural phenomenon h w n  as Hispanic-America, and its need for in- 
language communications that respects and embraces our multiracial identities, 
mudca lpre~andfoIk lar icr i chwsscradedtheHispanicad~  
industry. The AssocistiOn of HispeniC AdvertisiDg Agcncics was organized m 
recognition that o m  is a marketing sector that could not and would not be well 
served by gemralmarka &is; the very same who for more that 30 years had 
been predict& with almost evangelical fervor our assimilatro -nanddcmise.Thc 
truthis that IIispanicadvcrtising andmediaprofeMionals constitute a unique 
business specialty. As managers. we must haw as thorough an understanding of 
the disciplines ILP our monoEngud, gencral market counterparts and communicate 
in English with our clients, bankers, the IRS and the 21 ywr old brand manager 
who ha5 newtraveled outside oflndiana, yettranscreate,transfo~ interpret and 
connect wahourconsumrs m Spanish, the language most likelyto produce the 
sales and sommic tendits sought by our clients. “compre nuestro auto, mestro 
jug0 ytraigasu dinao armestro banco.” It’s the Amrican way. Consurm 

population base is e q e x h c i i  negative birth rates. An U.S. population growth is 
directly a t t r i i k  to minority and immigrant ~~b-s~gments. The Census says so. 

5.  The wave of Hispanic agency acquisitions by general market kns shows that 
t h e y w m  wrong about assid&o . n (which did not nnd willnot take place), were 
-ng to remain inmnsigently m o n o h g d  as ifit were a badge of honor and 
thus, with very few exceptions and these ody in the multi-national arena, 
incapable of aeatiog Hispanic divis io~~ OQ-. ulthnately, they had to buy 
the agencies. Most were motivated by pro& potmtial o h  to keep thc mark& in 
check and undcr COntroL 

spending is thewbone of our economy. And let‘s be realistic, the mairstnam 



6. The increasing acceptance of Mexican Matriculas, the strengthening of Radio 
Marti‘s signal, NAFTA and the proposed FTAA, point to Hispanic interests 
influencing the national agenda well beyond the Congressional Hispanic Caucus. 
This is undersadable as Hispanics represent the country’s largest pool of 
bilingual, transnational citizens. It may be a small percentage of the vast United 
States of America, but a Critical component of the country’s hemispheric - 
perhaps gloW -aspiratioas. A country within a country indeed. 

0 2003 h a  Marla Fernandez Haar 
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May 20. 2UO3 

711 Whom It May (‘oncern: 

I am Julio Amparo. I hme worked in the Hispanic market as un owner of un independen1 
advertising agency for over 15 years. 

I hove been usked tu comment on the pending merger bchveen Univision 
i.ommunications and Hispanic Broadcasting Corporation. An impartant question rhe 
F. C CL is facing iu whether or nor the US. Hispanic market is separate market. 

kirst. we speak a diyerent language. We have our own consumer base. our own and 
separote tasm. As an owner of an adugency I can tell you 
Ifispanics have their own brand awareness for our own products, Our population gruwth 
i.s diferent, the cost structure of media is separale - we are a separaie consumer base. 

The Hisponic Media market- radio and TV combined - i r  a separate and distincr 
murkef. Listen andyou will hear wirhyour ears we are a separnte market. 

I hope my comments will he usehl in the Commission ‘s conriderorion of the US Hispanic 
media mnrker as a separate relevant entiiy and in it review of the UnivisiodHBC merger, 

\, ; Julio Ampuro 
-J President 

I6 BOBOLINK PLACE BRYN MAWR, NY 10701 TEL. (914) 423-7373 - FAX (914) 423-2579 


